Few individuals think of the theatrically exhibited motion picture as supported by advertising like other major forms of mass communications. Cinema screen advertising can be defined as the presentation of individual advertising messages on movie theatre screens in a distinct and discrete fashion. Screenvision ads run prior to the start of each feature film and promote such products as automobiles, videogames and home computers, fashions, beer and soft drinks, travel, cameras, and film. While relatively scarce until recently in the United States, cinema advertising has long been a part of the European cinema experience. Although there is a dearth of movie audience research, the data suggest that cinema advertising does not significantly deter or inhibit attendance, nor do the ads appear to be especially aversive to a significant segment of the audience. The theatrical environment itself offers numerous unique advantages that should further increase its attractiveness as an advertising medium. The absolute size of the visual is larger than for any other moving image medium. In addition, it offers a more powerful, higher fidelity sound system than TV with stereo. The impact of new technologies may very well make the concept of cinema screen advertising even more attractive. (HOD) 
During 1983 some $40 million was spent on cinema advertising in Germany (16) .
In
Switzerland and the Scandanavian countries, the frequency and percentage of cinema advertising has risen steadily since 1979 (13, 15, 29, 31 Females were found to have somewhat better recall than males, and recall was highest among 25 to 34 year olds.
Recall percentages beyond the 24-hour period also were high:
70.9 percent recall among those exposed to cinema ads up to one week earlier, 65.7 percent for one to four weeks, and 44.5 percent for one month to one year after exposure. (19, p. 14).
Similarly, Burke Marketing
Research found that day-after recall for Screenvision ads Projections for $4 billion in admissions in 1984 are common and realistic (42) . And the total number of moviegoers aged Twentieth Century-Fox found screen advertising "a practice we deplore" and "has taken a strong stand to discourage" it by stating in its film bid solicitations that revenues generated by screen ads be included in the theater's gross receipts (see 28). 4 These data were supplied by Screenvision to the 
